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. EXECUTIVE SUMMARY

O'Nell Associates, Inc. was contracted by the City of Tempe to conduct a citywide survey of Tempe
Cox customers. The primary purpose of this research was to measure the attitudes held by Tempe Cox
customers on a range of customer service related issues. Half of the telephone interviews (300) were
conducted in September 2002 and the remaining half (301) were conducted in December 2002.
Interviewing was conducted during two separate time-periods in order to mitigate any effect seasondity
may have on satisfaction with cable televison. For the analyses presented throughout this report, the
September and December samples have been combined, yiedding a larger sample sze and thus
increasing datistical accuracy. Although the September and December samples have been combined
for analysis, the appended crosstabular tables separate the responses to each question based on the
month interviewing was conducted.

This executive summary is a highly succinct verson of the full andyss. It provides the mgor research
findings in generd and concise form. For detail and nuance, however, we encourage readers to aso
turn to the main body of the report.

A. CABLE SUBSCRIPTION

Digital Perceptions

In addition to the data collected via telephone interviewing, Cox Communications provided O'Nell
Associates information about service subscription for each respondent. One facet of this data, whether
respondents are digital or analog subscribers, proved exceedingly interesting and relevant in nearly dl
anayses.

a Interestingly, although only about half of all respondents (49%) are actual ‘Digital
Gateway' subscribers, the proportion believing they are digital subscribers (84%) is
much higher. Thisdiscrepancy islikdy the result of Tempe being an accderated upgrade area
for Cox. In order to receive cable services above channd 22, Tempe Cox customers must
have adigital converter box. After the recent upgrade, cusomersin Tempe are recelving digita
quaity televison on channels above channe 22, even if the services they subscribe to are
traditiond, andog cable. The recently upgraded cable quality, in conjunction with
customers' relatively new ‘digital converters' isthe likely cause of this misperception that
all servicesreceived are digital.

B. CUSTOMER SATISFACTION

Overall Satisfaction
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Cox customers are overwhelmingly satisfied with the Cox cable TV services they are
receiving. High levels of satisfaction are universal; in every group analyzed, the strong
majority is either ‘satisfied’ or * very satisfied.” The mgority of respondents (59%) say they are
‘satified” with the overal services they receive, and over one-fourth (28%) say they are ‘very satisfied
for atotd of 87% who are a least satisfied with service. While high levels of satisfaction are observed
in every sub-group examined, dissatisfaction is constrained to a very select demographic niche. Among
the relatively small number of dissatisfied customers, respondents who are wealthier, highly
educated, married and homeowners are dissatisfied in greater proportions than are observed in
other demographic sub-groups. Even within these sub-groups, however, the vast majority of
customers are satisfied.

Digital and Analog Satisfaction

Digital customers are more satisfied than are traditional analog cable customers. Thereisan
interesting relationship between the type of service respondents believe they have and ther overdl leve

of satisfaction. While the actua services recelved by analog subscribing respondents who incorrectly
assume their cable is digitd do not differ from the services received by respondents who receive and are
aware that their service is andog, andog subscribers who mistakenly perceive their service to be
digitd are more satisfied than are other andog customers. Those who believe they are getting digital

sarvice are more likely to be ‘very satisfied” on every measure of satisfaction than are those who redize
they are not digita subscribers.

a Among those who believe their analog service is digital, the proportion of ‘very
satisfied’ customers is significantly greater than the proportion of ‘very satisfied’
analog respondents who know their service is analog. This is true across all items
examined. Meanwhile, among andog respondents who believe their service is digitd, the
proportion of ‘very satisfied’ is comparable on al items to the proportion of ‘very satisfied
among digita respondents.

Satisfaction with Cox

Satisfaction with Cox cableis high along all the general dimensions we measured.

a Asacable sarvice provider company, Cox has either met or exceeded the expectations held by
over three-quarters (77%) of respondents. The remaining 23% fdt their expectations were
ether not met (11%) or were dmost met (12%).

a Seventy-two percent (72%) are satisfied with the vaue they receive from Cox, athough this
includes only 12% who are ‘very stisfied” The remaining 28% are dissatisfied. In terms of
vaue received, satisfaction levels are comparable to those achieved by Qwest.
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a

Over one-fourth of al respondents (28%) say their opinion of Cox as a company has improved
over the past year. Meanwhile, a solid mgority (61%) of al respondents say their opinion of
the company has stayed about the same.

Respondents rated their satisfaction with eight various services provided by Cox cable, and
while satisfaction levels vary, no service receives less than 85% sdtisfaction. The highest
proportion of ‘very satisfied customers is observed regarding indalation service (35%),
overview of current programming (34%) and overdl customer service qudity (32%). Selection
and vaiety of channds is the items with the lowest proportion of ‘very satisfied” respondents
(22%); this till represents over one-in-five customers.

Nearly haf (48%) of al respondents fed that the cable television service provided by Cox has
improved while they have been cusomers. Only one-in-ten (10%) fed it has gotten worse.

The vast mgority of Tempe Cox customers (94%) say that they are ether ‘very likey’ or
‘somewnhat likely’ to continue their Cox cable subscription over the next sx months.

The mgority of respondents who contacted Cox customer service (84%) are at least * satisfied

with the qudity service they received; in fact, 44% are ‘very stisfied.” Sixteen percent (16%)
are disstisfied.

C. OPEN-ENDED RESPONSES

Two questions in this survey were asked in a way that permitted respondents to give their opinions
uncongrained by pre-coded response categories. Respondents were asked, “ What do you like most
about the cable television service you receive from Cox?” and, “What is the ONE thing Cox
could do that would help the most to improve the cable television services you receive?’

a

Nearly half (45%) of all Tempe Cox customers give an answer relating to content
when asked about their favorite aspect of Cox cable television. For some respondents,
this refers to the overal variety of programming, while other respondents focused on a particular
type of programming, such as news, music, oorts, films or children’s programming.

Nearly one-quarter (23%) of respondents feel that offering a better value is the one
thing Cox could do to improve cable services. Another one-fifth (19%) beieves that
improvements could be made to channe line-ups and/or program content.

D. COMPUTING

Although most Cox customersin Tempe (81%) have a personal computer in their household,
just one-third (33%) of households with computers subscribe to Cox high-speed I nternet
service.
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a Most Cox high-speed Internet customers (84%) are satisfied with the service. Infact,
over hdf (54%) say they are ‘very satisfied” with Cox high-speed Internet service. One-in-Sx
(16%) are dissatisfied.

a A full 60% of respondents with a computer subscribe to an Internet service other than Cox.

a Given the prevaence of computers among Tempe Cox customers, it comes as no surprise that
about one-third (32%) of al respondents have visited www.cox.com. The mgority (83%) of
cox.com vigtors are a least ‘satisfied” with the cable televison information or services that the
website provides.

ll.  INTRODUCTION

A. BACKGROUND

This report presents the results of a survey of customers @nducted for Cox Communications to
examine their cusomers satisfaction with assorted services. A totd of 601 telephone interviews were
conducted; 300 of these interviews were conducted between September 16™ and September 25, 2002,
and the additional 31 interviews were conducted between December 17" and December 21, 2002.
All respondents in this survey are Tempe residents in addition to being current Cox Communications
customers.

Respondents for the telephone survey were sdlected from a lig of current Cox Communications
customers, Cox Communications provided the list to O’'Nell Associates Inc. under a nontdisclosure
agreement to protect persondly identifiable information from being disclosed to any person or entity
other than O’'Nell Associates, Inc.

For the purpose of analysis and this report, the September and December samples have been merged.
The combination of the two samples doubles the overdl sample sze, and thus permits a range of sub-
groups andyses that would be datisticaly meaningless with a smdler sample sze. Combining the two
samples permits the detailed sub-group analyss found throughout this report. It dso helps mitigate any
seasond effects on customer responses.  In the appended crosstabular tables, question responses by
month are included.

O'Neil Asociates designed our methodology with an eye toward minimizing potentia sources of error.
All of the interviewing was conducted in a sngle location under close professond supervison. All

interviewers who worked on this study underwent extensive training on the proper techniques of
interviewing in generd, and aso on the unique requirements for this sudy. In addition, al interviews for
this study were conducted using a Computer-Aided Teephone Interviewing (CATI) system. By
programming a computer to control dl skip patterns, we minimize the potentia for interviewer errorsin
thisregard. CATI dso controls for out-of-range answers, ensuring that all of the answers recorded are
legitimate questionnaire responses.

O’Neil Associates Inc. - Study 1644 - September/December 2002 - Cox Customer Satisfaction - Page4



——
ASSOCIATES, INC

Some questions in this survey were asked in a way that permitted respondents to give their opinions
uncongtrained by pre-coded response categories. The respondents answers to these open-ended
guestions were recorded verbatim, then later reviewed, categorized, and coded. For the detailed steps
in this transcription process, we refer you to Appendix C.

The key edement of this gpproach to coding is that respondents answers were not fit into any
preconceived categories, but rather that codes were created to reflect the answers actudly given by
respondents. While somewhat laborious, only by following a multi-step process can we be certain that
reported responses reflect the categories that are meaningful to respondents rather than reflecting
guestionnaire designers  preconceptions.

When the respondent’ s statement contains more than one digtinct eement, and he or she suggests no
clear order of preference, the preferred andyticd technique is to code according to the first distinct
element of the statement. A person’s first concern is, in dl likelihood, dso the primary concern.
Overall, in the analysis of open-ended responses, experience has shown that the most instructive
approach is to interpret the response at face value. That is, the analyst should not infer
underlying contexts and motivations.

We strongly urge readers to turn to the full report of transcribed verbatim answers for the whole range
of responses.

For andytical (crosstabulation) purposes, the composte categories for verbatim responses will be
emphasized most. Throughout the andyss, however, the composite numbers will be supplemented by
selected quotations to illustrate the nature and diversity of the verbatim responses given.

For purposes of understanding key terminology used in this report, it is important to be aware of the
following Cox video service levels offered in Tempe:

Limited Basic. Customer receives channds 1-22 in andog format; no digitad converter
required

Expanded Basic: Customer receives channels on 1 — 99; channels 1 —22 are in andog format;
channds 23— 99 arein digitd format; digita converter is required.

Digital: Customer can receive over 100 additiond digitd channds above channd 99 (not
including premium movie channds and pay-per-view channels), depending o service tiers
subscribed to (e.g. Movie Tier, Variety Tier, TeldatinaTier, etc.); digital converter isrequired.

There were very few Limited Basic customers in our sample. Throughout this report when we refer to
analog customers we mean both the few Limited Basic customers and the more numerous Expanded
Basic customers.
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B. REPORT ORGANIZATION

This report presents a detailed andys's of survey results that includes both a discussion of overal results
and trends as well asimportant differences between relevant subgroups of the overal population.

The remainder of the executive summary (Section |) contains discussons of our trestment of
mathematica rounding and of datisicad sampling eror in this report, as wel as our underlying
philosophy behind that trestment. While those not technicaly trained may be inclined to skip this
section, mogt should find it worthwhile inasmuch as it attempts to ded with a crucid, yet often
misunderstood, concept in survey andysis.

Therest of the report is organized asfollows:

Section Il. Sample Characteristics. This section describes the basic demographics of the
sample, and the sample characteristics regarding cable subscription.

Section I11. Customer Satisfaction. This section andyzes cusomer satisfaction, both overal
and regarding the specific services for which respondents subscribe from Cox.

Section V. Likelihood of Continuing Service. This section describes the likelihood of
customers continuing service with Cox.

Section V. Computer Usage. This section describes the pattern of computer usage among the
sample of Cox customers and related issues.

Section VI. Miscellaneous Issues. This section describes customer satisfaction with services
available at Cox’s website (www.cox.com), whether customer opinions of Cox as a company have
changed over the last year, perceptions of who pays for TV network programming, and awareness
of Cox upgraded cable network servicesin Tempe.

Appendix A contains a printed copy of the questionnaire with the precise wording of each question as
it was presented to respondents. In addition, the percentage distribution of responses to each question
has been transcribed onto the questionnaire, providing an easy method for looking up the overdl
digtribution of responses to any question in the context of the actual questionnaire. This provides a quick
means of reviewing the sudy’ s key findings in the absence of intensve andyss.

Appendix B contains a crosstabulation table for each question in the survey. Thefirg numerica row in
each table lists the percentage of dl responses in each answer category. Subsequent rows in each table
present the distribution of responses to the question as given by each of severd key groups. These
groups are defined by severd key demographic variables.

Appendix C contains verbatim transcriptions of the open-ended responses given to questions 18 and
19. These responses have been sorted according to the response categories that were created after
reviewing dl transcriptions (see the methodologica discusson for detailed steps). While the main report
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(including the crosstabulations) presents the talies of these category frequencies, we recommend a
review of these verbatim transcriptions, as well, in order to capture the “flavor” of the actud, pre-
coded responses.

C. MATHEMATICAL ROUNDING

The crosstabulations presented with this report provide the percentage response for each of a number
of key groups. In each case, this percentage figure is expressed as an integer or whole number—never
as a decima number. Inasmuch as the numerica data that is obtained via survey research is nearly
adways associated with a “datisical margin of error” (see the discusson of this term in the following
section) of one or more percentage points, to use decima numbers in our crosstabular tables would
imply a degree of precison that survey research data ssdom has. Therefore, dl the figures in our
crosstabular tables are numbers that have been rounded to the nearest whole number.

The mathematicd adgorithm that produces the figures in our crosstabular tables uses honest rounding.
While the percentage numbers in each row of the tables—before rounding—always adds to 100%, the
same numbers after rounding may not dways add to 100%, due to this rounding effect. For example, let
us assume that a particular subgroup includes 300 respondents. If 100 answer a question “Yes”
another 100 respond to the same question with “No” and the final 100 respond “Maybe,” then there is
33.3% of the total subgroup in each response category, which, of course, adds to 100%. According to
our agorithm, these percentage responses of 33.3% are rounded to the whole number, 33%, before
being printed on the tables. One can see that the find printed row of rounded numbers will not add to
100%, but rather to 99%. This does not indicate that there is a “mistake’ in the crosstabular table, but
rather reflects the fact that we have rounded the percentage response for each category honestly.

The likdy impact of this rounding is far more sgnificant in instances with a large number of smdl
categories rather than in instances with as few as three categories. Nevertheless, the principle employed
is identical: in each ingtance, the numbers in the tables are rounded honestly and are not contrived so
that each row of rounded percentages appears to sum to 100%. We bdieve strongly that this honest-
rounding gpproach is afar more accurate means of presenting data than artificidly adjusting numbers to
make them sum to 100%.

D. SAMPLING ERROR

There is probably more confusion and misinformation with respect to the issue of sampling error than
regarding any other technica aspect of survey research. The term “error” is something of a misnomer;
sampling error has nothing to do with a mistake on the part of the researcher or anyone else. Rather it
has to do with the variability in our estimates that arise from the fact that we interview a sample rather
than an entire population. The sampling error, commonly referred to as the “margn of error,” pertains
only to the likelihood thet the estimates we derive by interviewing a sample would differ by a given
amount from the figures we would obtain if we were to interview the entire populaion, employing the
identical questions. It is determined dmog entirely by the size of the sample and not by the proportion
of the population that was interviewed. As such, it tdlls us nothing about the adequacy and potentid bias
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in our questions, nonresponse hias, whether respondents told us the truth, whether interviewers made
adminigtrative mistakes, or about any other potentia sources of error.

Why then is sampling error so commonly cited as a measure of accuracy? Put smply, of all the
sources of imprecision, sampling error is the only aspect of survey accuracy that is precisely
guantifiable, since it is determined by the laws of mathematics. Many users of survey research
derive afase sense of security from this supposedly precise measure of accurecy.

Nonetheless, a measure of sampling error is one indication of precison. Based on a sample Size of 601
for this study, our sampling error—at the conventiona 95% confidence level—is +4.0% or less,

depending on the responses given to each question. This means that the probability is at least 95% that
our estimates are within £4.0% of the figures we would have obtained had we interviewed every Tempe
Cox customer employing the same questionnaire. Sampling errors for various sample Szes are given in
the following table:

Sampling Error At 95% Confidence I nterval

Sample Margin of Error for a Given 2-way Percentage Distribution
Sze 5050 | 60140 | 70/30 | 8020 | 90r10
25 +20.0% +19.6% +18.3% +16.0% +12.0%
50 14.0 13.7 12.8 11.2 8.4
100 9.8 9.7 9.0 79 59
200 6.9 6.8 6.4 5.6 4.2
300 5.7 5.6 5.2 4.5 34
400 4.9 4.8 45 3.9 2.9
500 4.4 4.3 4.0 35 2.6
600 4.0 3.9 3.7 3.2 2.4

The above table illudtrates that sampling error is aso affected by the percentage distribution of
responses obtained. For example, if a respondent is asked a question and 50% said “yes’ and 50%
sad “no,” with asample sze of 601 the sampling error is+4.0%. But if 90% said “yes’ and 10% sad
“no,” the sampling error decreases to £+2.4%. In other words, the more unified or clustered the
digtribution of responses, the greater the precision of our sample-based survey estimates.

Comparing Differences. Far more important to remember is the fact that for estimates based on
groups comprising less than the entire sample (for example, the responses given by Digitd cable
customers), the sampling error is determined by the sze of the subgroup rather than the sze of the
overdl sample. Thus, whether differences are large enough to be “sgnificant” will depend on the Sze of
the sample, the percentage distribution of the responses, and, if subgroups are being examined, their sze
as well. Since many of the comparisons we make in this report involve smdl subsamples, very large
differences are required before satistically sgnificant results for subgroups can be obtained.

Sampling Error for Comparing Differences Between Two Key Groups
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Sample Sze of the Smaller, Difference Needed for Sgnificance at
Independent Key Group 95% confidence level

465 - 634 6 percentage points
345 — 464 7
270—344 8
220 — 269 9
185-219 10
155-184 11
130 - 154 12
110-129 13
95-109 14
85-94 15
76 -84 16
68 — 75 17
61 —67 18
55-60 19
50-54 20
25 28

The table above is gppropriate when trying to determine the “ satisticd significance’ of the differencein
responses given to the same question by two different groups—such as andog customers (n=301) and
digita customers (n=297). In this case, when the responses of these two groups differ by at least 8%
(dictated by the size of the smdler of the two groups. 297 digital cable customers), this differenceis sad
to be “gatigticdly sgnificant.” In other words, any differences we observe of less than this amount have
at least a 5% chance of being the result of the fact that we interview a sample of Tempe Cox customers
rather than every Cox customer in Tempe. In short, when we are comparing two subgroups, the
observed differences must exceed those associated with the size of the smaller of these groups, rather
than the size of the entire sample, if we wish to fully discount the aternative explanation of chance.

One can get carried away with excessive and inappropriate reliance on datistica sgnificance as a sole
criterion of subgtantive meaning. The term “datidticaly sgnificant,” which was adopted by dtatisticians
long ago, was a most unfortunate designation and is the source of continuing confusion. It does not
mean “sgnificant” in the sense of “important” as the term is used by non-ddidticians every day. If
something is determined to be datidticdly sgnificant, this only means that the probability that the
observed differences are an artifact of chance salection has been reduced to alevel predetermined to be
acceptable. In socid research, the convention is a 95-percent confidence level, meaning that the
likelihood of chance sdlection is 5 percent. It does not, in itself, mean that the differences are
substantively meaningful. Furthermore, even with a 95-percent confidence level, one timein twenty
adifference will reach aleve of “datigicd sgnificance” entirdly by chance.
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Perhaps most importantly, tests of satistical significance do not take into account the patter ns observed
in the data, only individud differences. As a result, we have made a conscious decision not to
dwell on discussions about whether individual differences are or are not statistically
significant, reasoning that this will only confuse the reader with substantively irrelevant
detail. Rather, we focus our atention on the substantive patterns of responses ignoring individud
datidicdly sgnificant differences when they do not fit a pattern while caling attention to other patterns
of responses even when, individudly, some fadl below the arbitrary threshold of datisticd significance.
We bdlieve the result is a report that is clearer, easier to read, and more useful than one that dwells
more intensely on Satigicd artifects.
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A. BAsIC DEMOGRAPHICS

DEMOGRAPHICS

Race, Age, Children, Sex

SAMPLE CHARACTERISTICS

Race
White
Hispanic
Black
American Indian
Asian
Other

Age
1824
2534
3549
50-64

65+

People in Household
One Person
Two People
Three or More People

Children in Household
No Children
One Child
Two or More Children

Marital Status
Married
Not Married

Sex
Male
Female

1%
1%

11%
3%
2%

11%
18%

29%
26%
15§

16%
41%

43%

69%
13%
8%

%
44%

83%

0%

1644 (Q41,42,43,36,37,42,48)

Education

Education

Less than HS Grad
HS Grad

At least 2 Yrs College
Bachelor's Degree
Post-Grad Degree

Income
Less than $20,000
$20,000-34,999
$35,000-59,999
$60,000-79,999
$80,000 or More

Number Contributing to Income

One

Two or More

Employment
Full-Time
Retired
Part-Time
Homemaker
Student
Unemployed

Residency
Part-Year Resident
9 Years & Less
10-19 Years

20 Years or More

20% 40%

Cox Customer Satisfaction Survey

DEMOGRAPHICS

80%

ncome, Employment, Years In Arizona

100%

O'NEIL ASSOCIATES, INC

1%

7%

44%
55%0

60%
22%
5%
5%
6%
2%

2%
23%
hso

H7%

Own/Rent
Own
Rent

220 | i

68%

0%
1644 (Q38,39,40,44,45,46)

O’Neil Associates Inc. Study 1644
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2
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0% 40%
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60%
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The sample represents a broad cross-section of Tempe Cox customers, as presented in the
demographic attribute graphs on the previous page. While diverse in areas such as age, maritd
satus and gender, the sample is clearly skewed toward well-educated, higher income respondents and
homeowners. Thisislikely areflection of the actud distribution of Cox cable customersin Tempe.

a Homeowners are more likely than are renters to subscribe to Cox cable services.
Homeowners comprise a full two-thirds of the sample (68%). The actua proportion of
homeowners in Tempe is comparable to the proportion of renters (51% homeowners vs. 49%
renter’). The overrepresentation of homeowners in the sample is likely due to the fact that the
sample is not one of generd Tempe resdents, but rather of a very particular sub-set of Tempe
residents: Cox cable subscribers.

a The sample of Tempe Cox customers is further differentiated from overall Tempe
residents in terms of income. While the median household income of Tempe resdents was
$42,361 in 1999, the edtimated median income in our 2002 sample is dgnificantly higher a
$54,300. It isunlikely thet a difference of this magnitude is solely the result of inflation between
1999 and the present.

a Tempe Cox cable subscribers are more educated than the overall Tempe population.
While 10% of Tempe residents over the age of 25 are not high school graduates, only 1% of
our Tempe Cox cable subscribers have less than a high school education. Instead, nearly one-
fourth (24%) of Tempe Cox cable subscribers are high school graduates, compared to just
18% of Tempe's tota population. The proportion of Tempe Cox cable respondents with a
bachelor's degree (30%) is dso greater than the proportion observed citywide in Tempe
(25%), as is the proportion with a post-graduate degree (17% Tempe Cox cable sample
compared to 15%* Tempe resdents.)

" Figures based on 2000 Census data for Tempe, AZ.
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B. CABLE SUBSCRIPTION

LENGTH OF COX CABLE TV SUBSCRIPTION

60% 53%

50%

40%

30% 22%

20%
T0% 1U%
5%
10%
0%
& & 3 © G
& <° o° &

&

1644 (Q3) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

The mgjority (53%) of respondents have subscribed to Cox services for five years or more.

a Respondents coming from demographic sub-groups traditionally associated
with stability and constancy are the most likely long-term customers.
Spedificdly, two-thirds (66%) of those who have lived in Arizona for twenty years or
more have been Cox customers for at least five years. Likewise, homeowners (65%)
are two and hdf times more likely to have been Cox customers for at least five years,
compared to renters (27%). Higher income respondents are more likely than
respondents with lower incomes to have been Cox customers for five years or longer
(60% of those with annua incomes over $60,000 compared to 47% d those with
annua incomes less than $60,000).
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SERVICES SUBSCRIBED TO
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1644 Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

Cox Communications provided data on the services to which each respondent subscribes. A
prerequidite for incluson in this study was that respondents be cable customers.  All respondents have,
a a minimum, the ‘Limited Basic' cable package, meaning that everyone interviewed receives a least
channels 1 through 22. The vast mgority of respondents (96%) subscribe to expanded services,
known as “Expanded Basic’, (channds 23-99) in addition to basic cable. Approximately haf (49%)
subscribe to digitd cable service from Cox, while just under one-quarter (23%) receives high-speed
Internet services from Cox.

a New Cox customers are more likely than are long-term subscribers to have either Cox
digital cable or Cox high-speed Internet. While seven in ten (70%) customers who have
been with Cox for sx months or less have digitd cable, just four in ten (43%) customers who
have been with Cox for five years or 100%
longer subscribe to this service
Smilaly, &out hdf (49%) of
customers who have been with Cox 60%
for sx months or less subscribe to oot
high-speed internet services, while
just 14% of long-term customers (5
years or longer) have this service. 0%
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DIGITAL PERCEPTION

Digital Subscribers vs. Perceived Digital Subscribers

ACTUAL DIGITAL SUBSCRIBERS PERCEIVED DIGITAL SUBSCRIBERS
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Not Digita
51% Digital
49%

Not Digital
16%

1644 (Q20 Vs. Actual) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

I nterestingly, although only about half of all respondents (49%) are actual Digital Gateway
subscribers, the proportion believing they are digital subscribers (84%) is much higher. This
discrepancy is mogt likely the result of Tempe being an accelerated upgrade area for Cox. We
understand that in order to receive any cable channels above 22, Tempe Cox customers must have a
digita converter box. After the recent upgrade, customers in Tempe with Expanded Basic cable are
receiving digital qudity televison on channds 23 and higher, even though they have not subscribed to
digitd cable. Only Limited Basic customers who receive only channels 1-22 have analog only service.
The recently upgraded cable qudity, in conjunction with cusomers reatively new digitd converter
boxes, isthe likely cause of this misperception that al services being received are digitd.

a The chartsto the right show the perceptions held by both digital and non-digital customers asto
the nature of their services. Only a small proportion (6%) of digita customers do not believe
they subscribe to digitd cable. Tweve DIGITAL PERCEPTION

times as high a proportion of non'digitd Digital Gateway Subscribers
subscribers (72%) have a misperception
regarding their service type. - Q D

a Some of the difference can undoubtedly B
be explained by smple confusion. If the / N
differences observed were soldly theresult ™ Geiesveer ™ canL semces
of confusion, however, one would expect i @
that both digital and non-digital customers N @

would misreport whether or not they =
subscribe to digitd cable in rdatively equd
promrti Or‘s‘ SJCh iS d wly not the 1644 (Q20 Vs. Actual) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.
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V. CUSTOMER SATISFACTION

A. OVERALL SATISFACTION

OVERALL SATISFACTION WITH
COX CABLE TELEVISION SERVICES
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1644 (Q4) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

Cox customers are generally happy with the Cox cable TV servicesthey are receiving: astrong
maority (87%) say they are at least ‘satisfied’” overal with the services they receive, and over one-
fourth of respondents (28%) say they are ‘very stisfied.’

These high levels of satisfaction are universal; no one group is significantly more likely to be
satisfied than any other group. While high levels of satisfaction are observed in every sub-group
examined, dissatisfaction is constrained to a very select demographic niche.

a Profile of a Dissatisfied Customer. Disstisfied customers share some noteworthy
demographic traits: wedthier, highly educated homeowners are anong the most dissatisfied
Cox customers. Although these three demographic sub-groups are dissatisfied in
greater proportions than are other groups, it is imperative to reiterate that even
within these sub-groups the vast majority of customers are satisfied.

Wealthier customers are more likely to be dissatisfied with Cox services. About
one-in-five (19%) respondents earning over $60,000 annualy is dissatisfied overall with
Cox cable TV sarvices, more than twice the proportion of respondents earning less than
$60,000 who ae disstidied (8%). Despite the dgnificantly higher levels of
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dissatisfaction observed among respondents earning over $60,000, eight out of ten are
satisfied.

Respondents with post-graduate degrees are more likely to be dissatisfied than
are those with less formal education. Nearly one-in-five (17%) respondents
holding a post-graduate degree are dissatisfied. Less-educated respondents are less
likely to be disstisfied: only 11% of college graduates, 10% of those with at least two
years of college and 14% of high school graduates or less than high school graduates
are disstisfied.

Homeowners are more likely to be dissatisfied than are renters. While fewer than
one-in-ten renters (9%) are dissatisfied, 14% of those who own their home say they are
ether ‘dissatisfied’ or ‘very dissatisfied” with Cox cable TV sarvices. This may reflect
the fact that some renta properties include cable services in their renta rates. Renters
whose rent includes cable services may view the cable services provided as “freg’ snce
they themsdves are not directly paying a cable provider. Such renterswith “freg’ cable
may be less critica than renters or homeowners who see the cost of cable services
directly.

a Thereisan interesting relationship between the type of service respondents believe

they have and their overall level of satisfaction. Although the proportion of ‘very
satisfied digitd customers (28%) is equd to the proportion of ‘very satisfied andog
customers (28%), these proportions vary based on the perception held about service type.
The proportion of ‘very satisfied’ respondents among those who have andog service and
are aware that their service is andog (21%) is lower than the proportion of ‘very satisfied
respondents among those who have digitdl service and are aware that their service is digitd
(28%). Mogt interestingly, the proportion of ‘very satisfied’” respondents who have andog
sarvice but believe that their service is digita (29%) is comparable to the proportion of
‘very satisfied’ digitd customers. Analog customers who think they are getting digital
service are more likely to be ‘very satisfied’ than are those who realize they are not
digital subscribers. Thisis true even though the services received by respondents
who incorrectly assume their cable is digital do not differ at all from the services
received by respondents who receive and are aware that their service is analog.
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SATISFACTION WITH VALUE RECEIVED FROM
COX CABLE AND QWEST PHONE SERVICES
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1644 (Q5-6) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

Tempe customers are generally pleased with Cox in terms of value received for money spent:
amog three-fourths (72%) are ether ‘satisfied’ or very satisfied, and about one-in-ten respondents
(12%) are ‘very sdtisfied.” Twenty-eight percent (28%) are dissatisfied or ‘very dissatisfied.” Although a
grong mgority is satidfied, satisfaction with the vaue recaeived is fully ten percentage- points lower than
overal satisfaction with Cox cable TV services (82%).

Tempe Cox respondents may be modestly more satisfied with the value they receive from Cox
(72%) than with the value received from Qwest (66%). These differences are not Satigticaly
ggnificant. Customers were asked how satisfied they are with Qwest phone services in terms of value
received for money spent both to provide a comparison with aloca competitor, and help identify what
differences in satisfaction might be attributable to a generd dissatisfaction with spending money.

a Between Cox and Qwest, the most noteworthy difference in satisfaction levels is
observed in the proportion of ‘very satisfied’ respondents. While only 7% of Tempe
Cox customers say they are ‘very satisfied’” with the vaue they receive from Qwest, nearly
twice as many (12%) are ‘very satisfied’ with the value received from Cox cable services.

a The proportion of respondents who were unable to answer the question rdating to their
satifaction with Qwest (13%) is six times nore than the proportion unable to answer the
item relating to Cox (2%). For the purpose of our analyss, the totals reflected in the above
graphs and appended crosstabular tables exclude respondents who returned an answer of
‘Don’'t Know.’
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1644 (Q8-15) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

Respondents rated their satisfaction with various aspects of Cox cable service. There is one central
theme across all items: a strong majority of Cox customers are at least ‘satisfied” with the
services that Cox provides. Certanly, satisfaction varies across items, but no service receives less

than an 85% satisfaction levd.

The most important differences in satisfaction are seen in the proportion of respondents who are ‘very
satisfied with a given service, since respondents often default to a ‘satisfied answer.  The highest
proportion of ‘very satisfied’” customers is observed regarding ingallation service (35%), overview of
current programming (34%) and overadl customer service qudity (32%). Selection and variety of
channds is the items with the lowest proportion of ‘very satisfied respondents (22%); this ill
represents over one-in-five customers.

When the various sub-groups are examined, interesting demographic patterns emerge.

a Women are more likely than are men to be ‘very satisfied’ with each of the services
provided by Cox. A higher proportion of ‘very satisfied women is seen across dl issues
examined, with differences ranging from 12 percentage points for ease of usage (women 34%,
men 26%) to 4 percentage points for overdl customer service qudity (women 34%, men
30%). Interestingly, when we add together the proportion of ‘very satisfied and ‘satisfied’
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respondents, this gender difference disgppears. Although women are more likely to be ‘very
satisfied, men are more likely be smply ‘satisfied’ for any given service.

a Rentersare more likely to be ‘very satisfied” with Cox services than are homeowners.
Although this trend is observable on dl items, there are particular issues for which it is more
pronounced.

Renters are significantly more likely to be ‘very satisfied” with the services Cox provides
than are homeowners in terms of overall ease of usage (39% renters vs. 26%
owners), the ability to get a quick overview of current programming (42% renters
vs. 0% owners), picture quality (37% renters vs. 29% owners) and installation
service (41% renters vs. 33% owners).

Renters consgtently return a greater proportion of ‘very satisfied ratings than do
homeowners on the remaining items. The differences are so dight, however, thet they
would be inconsequentid were it not for the sweeping, congstent trend. Renters return
‘very favorable ratingsin adightly greater proportion than do homeowners when asked
about their satisfaction with the reliability of their service (28% renters vs. 22%
owners), the overall quality of customer service (35% renters vs. 31% owners), the
selection/variety of channels (25% renters vs. 22% owners) and sound quality
(29% renters vs. 28% owners).

a Married respondents are more likely to be dissatisfied with various Cox services than
are unmarried respondents. Interestingly, when comparing the proportions of ‘very
satisfied”  respondents, there is no mgor difference between married and unmarried
respondents. In terms of dissatisfied respondents, however, the difference is prominent.

The proportion of married respondents who are dissatisfied is more than double the
proportion of dissatisfied unmarried respondents for four items. selection or variety of
channels received (15% married, 7% unmarried); ability to get a quick overview of
current programming (10% married, 5% unmarried); satisfaction with the picture
quality of their service (13% married, 7% unmarried); and overdl ease of usage (11%
married dissatisfied, 4% unmarried dissatisfied). This difference narrows regarding the
reliability of their cable services (17% married dissatisfied compared to 13%
unmarried).

The trend of maried cusomers dissatisfaction is seen for every item except
installation services. On this item, unmarried respondents are dightly more
dissatisfied (14%) than are married respondents (12%). This observation is most likely
an anomaly, given the minute nature of this difference in conjunction with the consstent
trend to the contrary.

O’Neil Associates Inc. - Study 1644 - September/December 2002 - Cox Customer Satisfaction - Page 20



——
ASSOCIATES, INC

a Respondents with post-graduate degrees are more likely to be dissatisfied with services
than are respondents with less formal education.

While one-fifth (21%) of respondents holding a post-graduate degree are dissatisfied
with the selection or variety of channels they receive, roughly one-tenth of
respondents in each of the other educationd categories is dissatisfied (11% college
graduates, 9% some college, 11% high school or less).

This same educeation trend is evident when respondents reate their satisfaction with
reliability, ease of usage, picture quaity, cusomer service qudity, ingtdlation service and
the ability to get aquick overview of current programming.

The only item that respondents holding a post-graduate degree are not sgnificantly more
likdy to be disstisfied with is sound quality (dissatisfied: 6% post-grad, 5% college
grad, 8% dl other categories). While the most educated respondents are not
particularly dissatisfied with sound quality, they do hold back on accolades more than
other groups. One-fifth (20%) of respondents with a post-graduate degree are ‘very
satisfied” with the sound quality provided by Cox, whereas greater proportions of the
lesser-educated respondents say they are ‘very satisfied’ (27% college grads, 34%
some college, 31% HS grad or less).

a Higher income respondents are not as generous with praise as are those earning less.
Respondents with a higher income are less likely to be ‘very satisfied” with each of the various
services measured. Apparently, in terms of cable TV service, money does not buy happiness.
Or perhaps it might be said that money makes customers more critical of service snce they are
lesslikdly to blame their own high-end eectronic equipment for less than optima performance.

Respondents earning in excess of a $60,000 annual income differ significantly from
those earning less. This is a clear cut-off, though satisfaction levels between income
groupings do not differ for respondents earning less than $60,000 annualy. While higher
income respondents are more likely to be dissatisfied with each of the services, the most
pronounced differences are seen in the proportion of ‘very satisfied’ respondents.

In terms of the overall ease of usage of cable TV sarvice, goproximately one-quarter
(23%) of respondents earning $60,000 or more are ‘very stisfied.” Thisfigureis quite
respectable, however, nearly twice as many (40%) respondents earning less than
$60,000 say they are ‘very satisfied.’

" Refer to the appended crosstabular tables for the exact distribution of responses.
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Two-fifths (39%) of respondents earning $60,000 or less ae ‘very satified with
Cox’soverdl quality of customer service. Consderably fewer respondents earning
$60,000 or more (27%) are ‘very satisfied.’

In terms of the selection and variety of channels received, 29% of respondents
earning less than $60,000 are ‘very satisfied” compared to only 17% of respondentsin
the higher income category.

Even when rating the reliability of their cable TV service, lower income respondents
are more enthusiastic than are wealthier cable subscribers. Twenty-nine percent (29%)
of respondents earning less than $60,000 are ‘very satisfied” with the reliability of Cox,
compared to one-fifth (20%) of respondents earning $60,000 or more annually.

The link between income and satisfaction is less pronounced regarding a quick
overview of current programming. Of those earning less than $60,000, 39% are
‘vary stisfied” while dightly fewer (34%) who have crossed the $60,000 income
threshold are ‘very satisfied.’

a Although the satisfaction levels of digitd and andog customers do not differ overdl, when we
further segregate these groups based on the perceptions held, an interesting trend emerges.
respondents who mistakenly believe they have digital cable are just as satisfied as
those who actually do have digital cable. Those who incorrectly assume they have
digital cable are more likely to be ‘very satisfied’ than are those who are aware that
their service is analog, although the services received are the same.

The proportion of ‘very satisfied” customers among those who believe their
analog service is digital is significantly greater than the proportion of ‘very
satisfied’ analog respondents who know their service is analog across all items
examined. Meanwhile, the proportion of ‘very satisfied among andog respondents
who believe ther service is digitd is comparable on dl items to the proportion of ‘very
satisfied” among digita respondents.

Notable differences are found with the following items when comparing ‘very
satisfied’ responses: instalation service (26% dasic™ andog, 36% assumed digitd,
36% digitd), picture quaity (14% classc andog, 32% assumed digitd, 35% digita),
sound qudity (21% classc andog, 32% assumed digita, 27% digitd), reiability of
sarvice (16% classc andog, 26% assumed digital, 24% digitd), overdl qudity of
customer service (26% classic andog, 30% assumed digitd, 35% digitd), sdection or
variety of channds (15% classic andog, 22% assumed digita, 35% digita), overdl ease

" Throughout this report, we refer to analog customers who correctly believe they have analog service as “classic
analog” customers to distinguish them from the “assumed digital” customers who have analog service but who
believe they have digital service.
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of usage (20% classic andog, 29% assumed digitd, 33% digitd), and the ability to get a
quick overview of current programming (25% classc andog, 32% assumed digitd,
38% digitd).
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1644 (Q16-17) Cox Customer Satisfaction Survey

Over three-quarters (77%) of respondents said they had been in contact with Cox customer
service in connection with their cable TV servicesin the past year. Digitd cable subscribers are
more likely to have had recent customer service contact (82%) than are andlog customers (73%).

Apart from the difference between digitd and analog customers, those who had contacted customer
sarvice do not differ demographically from those who had no such contact. All sub-groups contacted

customer service in roughly equal proportions.

The majority of respondents who contacted Cox customer service (84%) are at least ‘ satisfied’
with the quality service they received; in fact, 44% are ‘very satisfied.’
satisfaction with within the various sub-groups is smilar to what was observed on each of the other

items relating to satisfaction.

a Respondents earning less than $60,000 are more satisfied than are those earning over
$60,000 annually. Impressively, haf (50%) of al respondents earning below $60,000 are
‘very stidfied” with the customer service they received, while dightly fewer (40%) of those

earning over $60,000 are ‘very satisfied.’

a The most educated respondents are again the least satisfied. Over one-quarter (28%) of
respondents holding a post-graduate degree are dissatisfied with the quality of customer service
they received. By comparison, just 11% of ®llege graduates, 13% of those with some
college, and 16% of those with a high school education or less say they are dissatisfied with the

qudity of Cox customer service.
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a Women are more likely than men to be ‘very satisfied.” Almogt hdf (49%) of femde
respondents who had contacted Cox customer service in the past year are ‘very satisfied’ with
the qudity of the service they received. The proportion of ‘very satisfied men (38%) is 11-
percentage-points lower.

a Homeowners are more likely to be dissatisied with the service they received than are
renters. Only one-in-ten (10%) renters say they are ether ‘dissatisfied’ or ‘very dissatisfied
with the qudity of customer service they recaeived compared to nearly one-fifth (18%) of
homeowners.
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1644 (Q20-21) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

The majority (84%) of Cox customers in Tempe believe they have digital cable, regardless of
age, race, gender, income, marital status or any other demographic attribute. Between those
who have digital cable and those who do nat, there are virtualy no demographic differences

The majority of respondents with digital cable (87%) are satisfied, and over one-third (34%)
are ‘very satisfied.” Interestingly, those who believe their andog service is digita are just as stisfied
with their *digitd’ service as are actud digital customers; afull 87% of respondents in both groups are
satisfied with their digita services. The demographic patterns of satisfaction that were observed on
other stisfaction items exist here aswll.

a Lower income respondents are more satisfied than are higher income respondents.
Over two-fifths (42%) of those earning less than $60,000 are ‘very sdtisfied,” compared to
dightly more than a quarter (28%) of those earning over $60,000 annualy.

a The most educated customer group is the least stisfied. Roughly one-fifth (21%) of
respondents with a post-graduate degree are dissatisfied with the digita cable services they
receive from Cox. This is nearly twice the proportion found among other education levels:
12% of those with a college degree, 8% of those with some college and 12% of those with a
high school education or less are dissatisfied with Cox digital cable.

a Married respondents are less satisfied than are unmarried respondents. The proportion
of married respondents (17%) that are dssatisfied with Cox digital cable service is more than
twice that of unmarried respondents (7%6).

a Women (39%) are more likely to be ‘very satisfied’” with their digital cable than are
men (28%).
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a Renters are more satisfied with digital cable than are homeowners. While 43% of
renters are ‘very satisfied” with Cox digital cable, notably fewer homeowners (30%) are ‘very
satidfied.
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HAS COX MET YOUR EXPECTATIONS OF A
CABLE TELEVISION PROVIDER?
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1644 (Q22)

Cox has either met or exceeded the expectations held by over three-quarters (77%) of
respondents. 23% of respondents said their expectations were either “almost met” or “not
met”. Demographicaly, responsesto this item closely resemble other satisfaction items.

a The expectations of lower income respondents are more likely to have been met or
exceeded than are the expectations of higher income respondents. While 15% of those
earning less than $60,000 a year say Cox exceeded their expectations, roughly haf this
proportion (7%) of those earning more than $60,000 say Cox exceeded their expectations.
Conversdly, nearly three-inten respondents (29%) earning over $60,000 fed their
expectations were either ‘not met’ or were ‘amost met’ compared to 19% of respondents
earning less than $60,000 annudly.

a Respondents holding a post-graduate degree are more likely to say their expectations
have been unmet by Cox. Over one-third (34%) of respondents with a post-graduate
degree say their expectations were either ‘dmost met’ or ‘not met’ by Cox. The proportion of
respondents with less formal education who fed Cox has not met their expectations of a cable
provider is substantialy lower: 26% of college graduates, 16% of those with some college and
19% of those with a High School education or less fed their expectations have been unmet by
Cox.

a Renters (16%) are twice as likely to feel Cox has ‘exceeded’ their expectations than
are homeowners (8%).

a Digital subscribers, and those analog customers who believe they are digital
subscribers, are more likely to say their expectations were ‘exceeded’ by Cox than are
classic analog customers. The proportion of those who assume they are digital customers
and fed Cox has ‘exceeded’ their expectations is double the proportion of classic andog
customers who fed their expectations were ‘exceeded’ (10% assumed digital, 5% classic
andog). The proportion of actud digitad customers who say their expectations were
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‘exceeded’ (129%) is comparable to the proportion of those believing they have digita service
and say their expectations were exceeded (10%).
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DO YOU THINK COX'S CABLE TELEVISION
SERVICE HAS IMPROVED, REMAINED THE
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1644 (Q23) Cox Customer Satisfaction Survey O'NEIL ASSOCIATES, INC.

Nearly half (48%) of all respondentsfeel that the cable television service provided by Cox has
improved while they have been customers. An additiona 43% of respondents do not fed there has
been a change, and just 10% of respondents feel Cox’ s cable service has gotten worse.

a Respondents who have digital service, and analog customers who mistakenly
believe they have digital cable, are more likely than aware analog customers to
believe the Cox cable service has improved since they have been customers. Hdf
(50%) of dl digita customers believe Cox cable service has improved. The proportion of
andog respondents who mistakenly believe their service is digital and who believe Cox
cable service has improved (49%) is nearly identical to actud digital customers. Just over a
third (36%) of andog customers who are aware their service is andog believe that services
have improved while they have been customers.
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V. ANALYSIS OF OPEN-ENDED RESPONSES

Two questions in this survey were asked in a way that permitted respondents to give their opinions
unconstrained by pre-coded response categories. Respondents were asked, “ What do you like most
about the cable television service you receive from Cox?” and, “What is the ONE thing Cox
could do that would help the most to improve the cable television services you receive?” These
open-ended questions were handled as follows:

1. O'Neil Associates interviewers recorded respondents answers ver batim.

2. These transcribed responses were reviewed to identify recurrent themes—themes
that then became the categories into which responses were to be coded.

3. All of the responses were reviewed again by a second analyst and coded into the
categories that had been developed in the previous step.

4. A third andys, who had not seen the results of the initid coding, independently
coded the responses a second time by.

5. Any discrepancies between the two different codings were then reviewed by the first
andys—the senior project andyst who devised the categories in step #2—and the
deciding vote was then cadt, giving the response its final coding.

The key element of this approach to coding is that respondents answers were not fit into any
preconceived categories, but rather that codes were created to reflect the answers actually given
by respondents. While somewhat laborious, only by following these steps can we be certain that
reported responses reflect the categories that are meaningful to respondents rather than reflecting
guestionnaire designers preconceptions.

One andytica caution is appropriate a this time, as it pertains to open-ended responses in generd:
unless the respondent explicitly states it, there is no way to ascertain whether a greater proportion of
those citing an item for improvement, in fact, couple this concern with dissatisfaction with Cox services.
Nor, conversdy, it is possible to determine whether or not the aspect of Cox service that a respondent
citesas ‘mogt liked' necessarily means that no improvements should or could be made to that item.

Overall in the analysis of open-ended responses, experience has shown that the most instructive
approach is to interpret the response at face value, i.e. underlying contexts and motivations
should not be inferred by the analyst.

When the respondent’s statement contains more than one distinct eement, and no clear order of
preference is suggested, the preferred analytica technique is to code according to the first distinct
element of the statement. A person’sfirst concernis, in al likelihood, aso the primary concern. Thus,
if averbatim response is “I like the picture qudity and the movie channds” it will be coded as ‘ picture
qudity;’ if itis*“I like the movie channels and aso the picture quality,” it will be coded under the sub-
category ‘Movie Channels within the broad category ‘Content.” Again, we strongly urge readers to
turn to the full report of transcribed verbatim answers for the complete range of responses.
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A. MOoOST LIKED ASPECTS OF Cox CABLE SERVICE

WHAT DO YOU LIKE MOST ABOUT THE CABLE
TELEVISION SERVICE YOU RECEIVE FROM COX?
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Respondents were asked, in an open-ended fashion, what they most like about the cable services they
receive from Cox. The chart above presents respondents verbatim answers grouped by topic

category.

The table on the following page shows the full range of codes that were assigned to the verbatim
responses. The structure is such that each group of ten codes (e.g., 10-19, 20-29, etc.) belongsin the
same main, composite category. All codes ending in O (eg., 10, 20, 30, etc.) are identical to the main
categories, al responses codes directly under the main category were of agenerd or generic nature thet
permitted no assgnment to specific subcategories. In contrast, al codes ending in 9 (eg., 9, 19, 29,
etc.) indicate responses that were specific but ether were too infrequent or too esoteric to form
Separate categories.
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Q18: What do you like the most about the cable televison service you receive from Cox?

Percen | Code | Descriptive
45% CONTENT
2 11 News
1 12 Musc
20 13 Variety of content
8 14 Number of channels
2 15 Film channdls
4 16 Sports channels
1 17 HBO
1 18 Children’ s programming
3 19 Other specific channels or content
15% EASE AND FUNCTIONALITY OF USAGE
7 21 Guide channel
3 22 Sdlection menus
1 23 No need for dish / better than satellite
1 29 Other specific usage/navigation features
12% TECHNICAL QUALITY
4 31 Picture quality
7 3 Rdiability of signa
1 34 Likes digitd
8% SERVICE
2 41 Customer/phone service
2 42 Speed of service
2 43 Courtesy of service
1 44 Installation and repair service
* 45 Easy hilling
2% VALUE
1 51 Package deal w/lnternet
5% OTHER
2 71 Just likes having it
3 72 Likes everything, not one thing more than others
1 79 Other specific comments
5% NOTHING
* 81 Likes nothing
* 82 No other service available
7% NO OPINION
6 91 Don't know
1 92 No answer
. 93 | Doesn’'t watch TV

" Figure less than 0.5%.
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1. Content

Nearly haf (45%) of dl Tempe Cox customers give an answer relating to content when asked about
thar favorite agpect of Cox cable televison. Examples include: “[It's] absolutely amazing the kind
of programs we can watch.” “ | get channels| want.”

0 Many of the content related responses pertain to very specific aspects of Cox cable TV.
Respondents appreciate the news channels, the music, sports, the film channels as well as the
children’ sprogramming: “ | like all the news and science programsaswell.” “1 like having
the music channels.” “1 like the programs which are offered, especially the movies.” “I
like the sports.” * Kidslike the cartoon channels.”

0 Other respondents gppreciate not any one specific channd, but rather the overdl variety. “1
like the variety of channels.” “I love the variety of the programming.” *“ The variety of
programming available versus normal television.” The abundance of channels.”

2. Ease and Functionality of Usage

About 15% of respondents cite ease and functionality of usage when asked about their favorite aspect
of Cox cabletelevison. Asone respondents stated, “ It is easy to use — selection of channels.”

0 Many respondents say the guide channd is their favorite aspect of Cox cable tlevison. “ The
guide is fantadtic, also reliable.” *“ | like the programming guide where | can read about
each show.” “Don’t ever take away the little guide. That’s basically what | like most so
| don’t have to search.”

3. Technical Quality

Respondents also appreciate the technical qudity of Cox. In fact, 12% give an answer related to
technicd quality when asked what they most like about Cox. These responses range from dlarity,
reception and sound quality to signd dependability.

0 Severa responses pertain to either picture or sound qudity. “ The clarity of the picture—it's
clear.” *“Consistently a good picture.” *“ Quality of the signal, sound and picture.” “I
like the picture quality and the sound. Also the all around service.”

0 Examples of respondents citing rdiability include, “ You turnit on and it'sthere.” “Itisvery
reliable. [There are] not a lot of outages.” *“ It works. | amnot a great TV watcher, but
when | want to watch | want to be sure it works, and it does.” *“I guess the reliability.
When | turn on my TV I’ ve got something there.”
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4. Service

About 8% of dl respondents give an answer relating to service when asked about their favorite aspect.
Some examples include, “ Their serviceis great!” “ They work around your schedule if they come
out for service, and they also make sure all questions are answered or if you have any other
guestions about the service.” “...I can call themday or night and they can fix it.”

B. ONE THING TO IMPROVE

WHAT IS THE ONE THING COX COULD DO THAT
WOULD HELP TO MOST IMPROVE THE CABLE
TELEVISION SERVICES YOU ARE RECEIVEING?
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Respondents were asked, in an opentended fashion, what improvement could be made. The chart
above presents the digtribution of their responses into thematic categories. Nearly one-fourth (23%)
would like more vaue, about one-fifth (19%) would like the content improved, and 14% fed the
transmisson qudity could be improved upon.

The table on the following page shows the full range of codes that were assigned to the verbatim
responses. The structure of thistableis the same as for Q18, such that each group of ten codes belongs
in the same main, composite category.
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Q19: What is the ONE thing Cox could do that would help the mogt to improve the cable televison
SErViCes you receive?

Parcont | Code Decrrintive
1994 MORFE/RETTER CONTENT/CHANNIFI S
1 11 More variety
2 12 Mare channds
3 13 Movies
1 14 Fewer/better commercias
2 15 Cudtomized channd line-un
3 16 Better Hection / auditv brogramming
1 17 Snorts requests
6 19 Other specific channa/content requiests
Q0% MORF/BETTER/EASIER TECHNICAI EFEATIIRES
1 21 Make it eader to use
1 22 Jud one remate
2 23 Eliminate the box
1 24 Make recording easier / ahilitv to record while watchina
1 25 Make nav-ner-vian easer
4 29 Other specific technica features
1494 RETTER QUAILITY OE TRANSMISSION
4 31 Sahlesand
2 32 Quicker/more resnonsive Sand
4 33 Better nicture
2 4 Sound audity and volume
1 35 Imbrave auditv of hox
1 39 Other specific tfrangmissor-related isgies
04 RETTER SFRVICE
3 41 Better/faster customer sarvice (nhone sarvice)
1 42 Billina isqJes
1 43 Better sarvice from technicians
1 44 Exnand sarvices ta certain aenaranhic areas
2 49 Other specific sarvice requeds
2304 BETTER /Al LIE
17 5 | ower rates
5 52 Better match between rates and value
: 53 | | ower ratesto add on Internet
1 59 Other specific cod-related requedts
29% OTHER
129 NOTHING
3 81 No complaints
1304 NO OPINION
11 91 Don’t know
1 Q2 NO answer

" Figure less than 0.5%
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1. Value

Responses rdlating to vaue (23%) include the following: “ 1 can’t think of anything other than to
lower the cost.” *“Make basic cable price below $30.00.” * Reduce the prices so that more
people can afford cable television.” *1 would like the rates to be lower. People who are loyal
customer s should get some type of bonus rate.”

0 Other vaue-related responses focus on specific aspects of Cox, for ingtance, a better match
between rates and value. In the words of one respondent, “ It seems like 75% of the channels
aren’'t interesting to me, and the ones which are would require a different package,
costing more money. | would like a wider selection of channels at no additional cost.”

0 Some vaue-related responses are too esoteric to warrant a sub-category of their own, but
nonetheless are codt-related; for instance, “ Throw in a free premier channel once in a
while.”

2. Content
Respondents who would like to see content improved (19%) give widdly disparate answers.

0 Some content-related responses focus on the variety available. One respondent wanting more
vaigly offered the following comment: “ Eliminate the repetitions of programs on the
various channels. Some programs are repeated on several different channels.”

0 Other respondents focus specificdly on the movies avallable. * Take off some of the old
movies which have been shown so many times and put on some newer movies that have
not been shown.”

0 Some respondents envision a cable plan that would give them control over the programming to
which they subscribe: “ A selection of channels you could select, more choice over the
channels you purchase.”

3. Transmission

Other respondents (14%) focus on trangmisson improvements. llludrative responses include,
“Improve the quality of the signal.” *“ Correct the constant interruptions or picture freezes.”
“They need better fiberoptics...too many glitches.” “ One thing that annoys meisthat it is slow
when | get channels.” “We could have clearer connections as to the picture quality. It's not
good.”
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4. Improved Technical Features

About 9% of responses highlight a desire for improvements to technica features. Respondents in this
category offer the following observations. “ Put a box in the house that you don’'t have to play
with.” “Uncomplicate the equipment. The VCR PLUS which comes with the digital package
does not work.”

0 Severd respondents fed their cable service could be improved by having just one remote.
“Just one remote!l”

0 Others would like to see the cable box gone atogether. “ Get rid of the stupid digital box. |
hate that.” “ Get rid of the digital box. It is a terrible encumbrance and inconvenience.
| would just as soon be without digital.”

0 A handful of respondents would like recording to be easer, especidly while they are watching
TV. “Makeit so you can schedule ahead of time to record a weekly show. For example,
the ability to schedule the recording of ‘ Friends weekly program in advance, perpetually,
rather than have to set it up each week.” “1 would like the ability to record a show and
watch another at the sametime.”

5. Better Service

Eight percent (8%) of respondents cited better service. The largest concentration of these specified
better or faster customer service over the phone.
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VI. LIKELIHOOD OF CONTINUING SERVICE

HAVE YOU EVER CONSIDERED CANCELING
YOUR CABLE TELEVISION SERVICE WITH COX?

Yes
42%

58%

ONEIL ASSOCIATES, INC.

Despite the high levels of satisfaction observed throughout this report, approximately two-
fifths (42%) of respondents have considered canceling their Cox cable television service at
some time. Not surprisngly, respondents most likely to have consdered canceling their Cox cable
sarvice are found among the same groups who express lower levels of satisfaction with the assorted
other issues measured.

a

Those earning over $60,000 a year are more likely to have considered canceling their
Cox subscription than are those earning less. Over half (51%) of those earning $60,000
or more have considered canceling, compared to one-third (33%) of those earning less than
$60,000 ayear.

Respondents with a post-graduate degree are more likely than those with less formal
education to have considered canceling their Cox subscription: 56% post-grad degree,
45% college graduates, 34% some college, 36% high school or less.

Married respondents are more likely to have considered canceling their Cox
subscription than are unmarried respondents. Almost haf (47%) of married respondents
have consdered cancding their Cox cable services, while only about one-third (34%) of
unmarried respondents have consdered canceling.

Homeowners are more likely to have considered canceling than are renters. Nearly
haf of al homeowners (46%) have consdered canceling their Cox subscription, while dightly
lessthan athird (31%) of renters have consdered canceling.

In addition, those who have contacted customer service in the past year are more
likely to have considered cancellation. Just under one-third (32%) of those who have not
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had customer service contact have consdered cancding, while dmost haf (45%) of those who
have contacted customer service have considered cancellation.
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HOW LIKELY ARE YOU TO CONTINUE YOUR
CABLE SUBSCRIPTION WITH COX FOR THE
NEXT SIX MONTHS?
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The vast majority of Tempe Cox customers (94%) are either ‘very likely’ or ‘somewhat likely’
to continue their Cox cable subscription over the next six months. Despite the somewhat
concerning proportion of respondents who have consdered canceling their Cox subscription & some
time (42%), over three-fourths of dl respondents (76%) say they are ‘very likely’ to continue their Cox
cable subscription over the next sx months.

Likelihood of continuing cable subscription with Cox does not follow the distinctive
demographic pattern observed across other items. Those earning over $60,000, those holding
post-graduate degrees, married respondents and homeowners consstently express lower levels of
satisfaction. Despite the reduced satisfaction levels expressed, each of these groups are no more likely
than are their respective counterparts to discontinue their Cox subscription.
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VIl. COMPUTER USAGE

DOES YOUR HOUSEHOLD CURRENTLY OWN A
PERSONAL COMPUTER?

Yes
81%

No
19%

1644 (Q26) Cox Customer Satisfaction Survey ONEIL ASSOCIATES, INC.

Most Cox customers in Tempe (81%) have a personal computer in their household.
Computers are commonplace across nearly every demographic sub-group, with the exceptions of the
oldest respondents, the least educated and those in the lowest income category.

a The older the respondent, the less likely they are to own a computer. Respondents 65
and older are the least likely age group to have a computer in their household, though a solid
majority (59%) does so. Nine out of ten (90%) respondents aged 18 to 24 have a persond
computer in their household.

a Respondents with a high school education or less are not as likely as the more
educated to own a personal computer. Nonetheless, about two-thirds (66%) of
respondents in this lowest education group own a computer. Larger proportions of
respondents in each other education grouping have a computer in their household (85% of
those with some college, 88% of college graduates, 86% of those with a post-graduate
degree).

a The greater their income, the more likely a respondent is to have a computer in their
household. While respondents earning less than $35,000 are the least likely to have a
computer in the household, nearly seven out of ten do so (69%). The highest income
respondents (earning over $80,000 annualy) are most likely to have a computer in the
household (94%).
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CURRENT COX
HIGH-SPEED INTERNET
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No
67%

—————— ~H33%

\ ~N
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Of those with a personal computer in their household, one-third (33%) subscribe to Cox

high-speed I nternet service.

a Most Cox high-speed Internet customers (84%) are satisfied with the service. In fact,
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over half (54%) say they are‘very satisfied” with Cox high-speed Internet service.”

a Respondents who subscribe to Cox digital cable service are more likely than analog
customers to also subscribe to Cox high-speed Internet. In fact, a 40% of digita cable
customers are also high-speed Internet customers, compared to only one-fourth (25%) of dl

anadog customers.

On thisitem, those who believe that their analog cable service is digital do not
follow the pattern we have observed of resembling digital customers; instead,
they resemble traditional analog customers. While four-in-ten (40%) Digita
Gaeway cusomers have Cox high-speed internet, just 23% of Cox andog cable
customers who are aware their service is analog subscribe to high-speed internet from
Cox, as do a smilar proportion of anaog cable customers who believe their service is

digital (25%).

" The sample of Cox high-speed Internet subscribers (n=157) is too small to permit making statistically significant

observations within the various demographic sub-groups.
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CURRENT COX

OWN A HIGH-SPEED INTERNET
COMPUTER? SUBSCRIBER?
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DOES YOUR HOUSEHOLD

SUBSCRIBE TO ANY
OTHER INTERNET
SERVICE?
Yes -7~ ~

Fully 60% of respondents with a computer subscribe to an Internet service other than Cox.

Due to some overlap, where respondents subscribe to both Cox high-speed and an additiona Internet
provider, 87% of respondents with a computer are on-line. Those who gain Internet access through a
provider other than Cox are found in roughly equa proportions across al demographic groups. The
only exception of note is gender: women (65%) are more likely than men (55%) to subscribe to an

Internet service other than Cox.
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VIII. MISCELLANEOUS ISSUES

SATISFACTION WITH
SERVICES AVAILABLE AT
www.COoX.com

HAVE YOU VISITED COX'S
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About one-third (32%) of all respondents have visited the Cox website, www.cox.com. The
majority (83%) of cox.com visitors are at least ‘satisfied’ with the cable television information
or services that the website provides. Slightly less than one-quarter of cox.com visitors (23%) are
‘very satified” with the available information.

a Digitd customers (38%) are more likely than either classc andog customers (27%) or
andog customers who believe they receive digita services (28%) to have visited cox.com.
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HOW HAS YOUR OPINION OF COX AS A
COMPANY CHANGED OVER THE PAST YEAR?
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Over one-fourth of all respondents (28%) say their opinion of Cox as a company has improved
over the past year. Meanwhile, a solid mgority (61%) of dl respondents say their opinion of the
company has stayed about the same.

a Those earning over $60,000 annually are more likely than are respondents earning
below $60,000 to believe Cox has gotten worse as a company over the past year. Just
6% of respondents earning less than $60,000 think Cox has gotten worse over the past year;
while the number of respondents earning over $60,000 who fed the company has gotten worse
is more than double that proportion (14%).

a Those who have had recent customer service contact are not middle-of-the-road with
their opinions of Cox as a company. While nearly three-quarters (71%) of respondents
who have not contacted customer service say their opinion of Cox remains ‘about the same’ as
it was ayear ago, for those with recent customer service experience this figure drops to 58%.
Nearly athird (30%) of those who have contacted customer service say their opinion of Cox
has gotten better (compared to 24% without customer service), and the remaining 12% say it
has gotten worse (compared to just 5% without customer service).

a Homeowners are twice as likely as renters to say their opinions of Cox have gotten
worse over the past year. Only 6% of renters say their opinion has gotten worse; this figure
doubles for homeowners (12%).

a Digital customers, and analog customers who believe they are digital subscribers, are
more likely than classic analog customers to say their opinion of Cox as a company
has gotten better over the past year. About one-fifth (19%) of classc andog customers say
their opinion has gotten better, this figure rises to 30% among anadog customers who assume
ther serviceis digitd, which issmilar to digita cusomers (29%).
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PERCEPTION OF PAYMENT TO CABLE
TELEVISION NETWORKS

Per Customer
46%

Neither
3%

Through Commercials
51%
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Respondents are split in their beliefs of who pays for cable TV networks. The proportion of
Tempe Cox customers who believe that cable TV companies pay cable TV networks for each
customer receiving programming (46%) does not differ greatly from the proportion believing that cable
TV networks make their money via commercids (51%). Over one-quarter (27%) of respondents do
not know how cable TV networks are paid for; this portion of the sample has been excluded from this
andyss.

The majority of Tempe Cox customers are not aware that cable TV networks are paid by the
cable companies for the programming provided to cable customers. Fifty-one percent (51%) of
those surveyed mistakenly believe that the cable TV networks are compensated through advertising
revenues.

a Respondents earning over $60,000 (56%) are more likey than are those earning below
$60,000 (42%) to believe cable companies pay the networks for each customer receiving

programming.

a Higher educated customers are more likely than are lesser-educated customers to
believe that cable companies pay networks. Over haf (51%) of respondents with a college
degree and a dightly greater proportion of those with a post-graduate degree (57%) believe
cable companies pay networks for each customer receiving programming. In contrast, only
43% of respondents with a maximum of a high school education and just 37% of those with
some college bdieve networks make money through cable companies.
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AWARENESS OF COX UPGRADED CABLE
NETWORK IN TEMPE

Yes
57%

No
43%
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A dim majority (57%) is aware of Cox’s upgraded Tempe cable network. Y ounger respondents
are less likely than are older respondents to be aware of the upgrade. Slightly less than haf (45%) of
al respondents between the ages of 18 and 24 and a sSmilar proportion (47%) of those aged 25 to 34
are aware of the Cox cable network upgrade. Greater proportions of respondents between the ages of
35 and 49 (57%), 50 and 64 (64%) and 65 or older (61%) are aware of the Cox cable upgrade. One
possible explandtion is that older respondents have had more time to become a long-term Cox
customer, and long-term customers are more likely to notice substantial changes such as the recent
Tempe upgrade of services.
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